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Improve
Brand
Visibility

What to do when 
the competition is 
outshining you
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Does this sound familiar?
For years you were the one to beat. Your company was known as the best and you never had to worry 

about getting or keeping business. But lately you’ve noticed sales stagnating or even dipping. And there’s 

a new company edging in on your territory. What’s worse, they look good—their marketing is on point and 

they are getting all the press—but their service is subpar to yours. You find yourself asking “why are people 

buying from them? We have the superior service, our track record is impeccable, and our customers know 

we deliver the best. How are they suddenly overtaking us?”

They may not be the best at what you do, but they are beating you in the marketing game. In a world of 

increased competition, it’s not enough to simply deliver quality service. You also have to deliver a quality 

brand experience and actively engage with prospects and customers in multiple channels in order to gain 

visibility and market share. It only takes a little effort, a sound strategy, and a willingness to create value at 

every customer touch point. 

Imagine taking back your position as an industry standard. 

Imagine leads pouring in again. 

Imagine your company getting the attention it deserves.

With a bit of effort and 
focus, you can improve 
your brand visibility and 
take back that prime 
spot in your customer’s 
minds. Here’s how. 
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Core Elements of Brand Visibility 
Before you can take action, you need to first understand what elements influence a brand’s visibility in the 
marketplace. There are five core elements that impact whether or not a brand is prominent in the customer’s mind. 
They are positioning, content, placement, frequency, and volume.

Positioning

A visible brand is one with a clear value proposition 
and that is firmly differentiated from its competitors 
in at least one way. A company’s positioning defines, 
who you are, what you do, why you are the one to 
do it. Defining your position helps identify the brand 
voice and approach you will take to engage in the 
market, as well as the core messaging that will 
communicate your value to the customer. 

Content 

A visible brand is one with something to say and 
one that provides value to the customer throughout 
the relationship. A brand engages beyond the point 
of sale to help improve the customer’s life and to 
educate and entertain on topics related to their core 
offerings. Strong brands often guide the industry 
with thought leadership and create connections and 
communities around key issues and interests.   

Placement

A visible brand shows up in the right places both 
online and off. The right places are communities, 
events, and other outlets that already attract and 
serve your target market. This includes media 
outlets, social media platforms, professional and 
community organizations, influencer communities, 
and trade groups, among others. A visible brand 
meets their customer where they already live,  
work, and play and participates with integrity  
and reciprocity. 

Frequency

A visible brand is one who shows up regularly. Not 
every so often. Not once a quarter. But every day in 
some way. Consistency builds trust, familiarity, and a 
dependable experience for the customer. 

Volume

The market is a noisy place. it’s important to 
continually build and feed channels with a sizeable 
volume of quality content. Brands working to 
establish themselves must build an even higher 
volume of content at the onset to raise their visibility.  

Together, these elements raise a brand’s prominence 
in the marketplace and improve brand awareness 
and affinity among target customers. 

“A visible brand is one  
with something to say”
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How They Impact Visibility
It is a generally accepted concept that it takes at least 6-7 touch points, or interactions with your brand, for a 
person to remember you. It takes 7-14 touch points for them to understand what you do. And it takes as many as 
20+ touchpoints before they will decide to take action and engage and/or buy from you. Each of the core elements 
help cultivate touch points and increase the number of touch points you have with each prospect. Here’s how. 

How the elements  
improve touch points 

Positioning 

A strong position helps you craft a clear and 
compelling brand message that is easy to 
understand and that resonates with customers. 
Without it, your message gets lost, is unclear, or 
falls flat. A strong position helps customers draw the 
connection between who you are as a brand and 
what you can do for them. 

Content
Compelling content is the vehicle that transports 
your positioning to the customer’s eyes, ears, and 
brain. It’s also impossible to get found online without 
content. Search engines exist to find the right 
content, product, or service to address the user’s 
query. Without it, you are essentially invisible online. 

Placement
Marketing is all about getting the right message 
to the right person at the right time. Participating 
in venues that your customers already engage in 
increases the likelihood of getting in front of the right 
person at the right time. 

Frequency
As mentioned earlier, it takes at least six interactions 
for people to even remember you. The more often 
they see your name, your message, your face, or 
logo, the more likely they are to remember it. For 
online search,the more frequently you publish new 
content, the more your content is indexed by search 
engines and the higher your website ranks. 

Volume
Volume and frequency work hand in hand in 
improving the likelihood someone will interact with 
your company and in increasing the number of 
touchpoints they have with your brand. The more 
content you create in the most channels possible, 
the more opportunities of engagement with your 
target customer. 

Together all of these elements help drive visibility 
both online and off. Each element needs great 
care and attention in order to deliver the results 
and improved brand awareness you want. It does 
require an investment of energy, time, and resources. 
However, investment in each of these areas have a 
cumulative effect. 

A touchpoint is any interaction a person has with your brand. There are several 
hundred documented touchpoints, ranging from business cards to websites.  

More touchpoints = greater visibility.
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Your Action Plan
Now that you understand what elements drive brand visibility, it’s time to create an action plan for building your 
brand presence. Below we have outlined exercises for each of the brand elements that will help you define your 
position, develop compelling content, find your customers, and publish the right volume and frequency to build 
enough touch points to motivate customers to engage and buy.

“If you want to increase 
your chances of catching 
a fish, you need to go 
where the fish live.”

Position

To define your position in the marketplace, answer  
the following questions:

 • What is your culture, your values,  
and/or personality as a brand?

 • What are your core competencies  
and or deliverables?

 • What makes you different from  
your competitors? 

 • Why you are qualified to do what you do?

 • How do you deliver on your brand promise?  
Are there any unique processes or  
approaches you employ? 

Use your answers to cultivate a brand statement  
that defines who you are, what you do, and why  
you are different. 

Content

When it comes to developing killer content there are 
a few key sources of inspiration you can draw upon.  
They are:

 • The questions your customers ask most often.

 • The problems experienced or mistakes you  
see customers make most often.

 • The topics trending in your industry in media  
and trade publications.

 • Your competitor’s most popular content,  
looking at how you can do it differently,  
in your unique way.

 • The best practices, processes, and methods 
you employ to do your work.

Each of these provide inspiration for blog posts, white 
papers, videos, and more. Don’t forget to also show 
the human side of your company through candid 
photos, stories about your team members, customer 
stories, community projects, and other personal 
exchanges that show your culture and people. 
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Placement

As mentioned earlier, if you want to increase your 
chances of catching a fish, you need to go where 
the fish live. No matter who your target customer is, 
they each have communities and groups they belong 
to, media they consume, and influencers they follow. 
Finding those outlets is fairly easy and just requires  
a bit of research. Here are some ways you can  
locate them:

 • Survey your customers and find out what 
organizations they belong to, what influencers 
they follow, and media they subscribe to. It’s 
always a good idea to incentivize online surveys 
with a giveaway or stipend, and to keep them to 
15 minutes or less. You can also do an informal 
survey by asking customers during your normal 
interactions. 

 • Type keywords related to your product or 
service in your search engine and see what 
organizations and publications come back as 
results. Each have media kits that breakdown 
the demographics of their members/readers so 
you can validate that they are a venue for your 
target audience.

 • See what organizations your competitors 
participate in. Most share that information 
on their websites. You can also see what 
publications and organizations they follow on 
social media. 

As you start to follow and engage with different 
groups you will begin to “feel out” each group and 
eliminate or add relevant outlets as needed. For 
professional organizations, it’s always best to focus 
on one or a few, so you can have a larger presence. 
If you have a larger sales force, you can split up 
participation in different organizations among several 
representatives in your company. 

Frequency and Volume

Frequency and volume are largely a function of 
resources. Although more content and participation 
are always a good idea, especially when visibility and 
competition are a concern, nothing trumps quality 
and consistency. So, when setting a publishing 
schedule for content or identifying channels to 
engage in, always operate within your means. It’s 
better to do less, well, than to spread your efforts 
too thin and fall short on delivering quality. Assess 
your team’s skill level, current obligations, and the 
time and effort it will take to execute key marketing 
activities on a regular basis. 

If you are not an experienced marketer or don’t have 
a marketing team, it’s also a good idea to start out 
with one initiative or channel at a time and then build 
on it as you become comfortable and proficient. For 
example, start with just blogging for a few months, 
before jumping in to video or podcasting. 
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As far as frequency and 
volume, here are some 
basic guidelines for a few 
key activities to help you 
get started. You can always 
build on them from there. 

Blogging: 
This really depends on how often you can reliably 
deliver a 300 to 800-word blog post. Many social 
media experts say to publish four times a week for 
SEO, but for many of our clients we publish less  
often due to the niche topics and busy schedules  
of their thought leaders. For those situations we have 
done monthly, twice a month, or weekly posts with 
great success. 

Email: 
This is another one where the experts vary greatly 
on their recommendations. Many consumer brands 
and news outlets can get away with daily or even 
weekly emails. However, for many of our B2B 
brands, we find that one to two times a month is a 
good sweet spot to help the company stay relevant 
with clients while not being annoying. We never 
recommend anything less than monthly, as too much 
time between emails creates an opportunity for 
subscribers to forget who you are or why they signed 
up. Which leads to more people unsubscribing. 

Social Media: 
Post daily on the platforms that your 
customers use most. For many of our 
B2B clients, Linkedin and/or Twitter are 
the primary platforms. 

In-depth Content: 
Things like white papers, videos, 
ebooks, etc which require more 
effort to produce and are often used 
as lead magnets or sales tools are 
best published monthly, bi-monthly, 
or quarterly. This is especially true if 
you have a small team or outsource 
your marketing. Very few brands 
have enough support or resources to 
publish more often than that. 
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Put It On The Schedule

No matter what frequency you choose to do, the key 
is to put it on the schedule and to make marketing 
a priority. Too often, companies push marketing 
activities to the side to focus on the operations or 
service side of the business. That is, until the pipeline 
dries up or the competition steals another customer. 
To keep that from happening, you have to make 
marketing an important function of your business 
and consistently execute your marketing strategy. 
Make it a scheduled activity on your calendar, set 
KPIs to track and follow, and report on them in 
order to drive accountability and build support for 
marketing efforts. Just like everything else, it only 
works if you do it. 

A Note on Batching

When it comes to ensuring consistent marketing, 
one key approach that can help you efficiently and 
regularly publish content is to batch your activities. 
Many of the publishing tools these days, including 
email, blog platforms, and social media tools, all 
allow you to schedule content days and even weeks 
in advance. This allows you to spend a set block of 
time on one marketing activity, instead of switching 
around between activities.  

Also, always make sure to batch posts to publish 
a few days or a week past your scheduled working 
block so you have a buffer should the inevitable sick 
day or emergency arise. For example, if you spend 
Monday mornings scheduling social media posts, 
schedule all the way through the following week, so 
you have at least one day as a buffer if you are not 
able to get to posting until Tuesday. For blogging, 
work on five posts at a time, but schedule your 
working block every four weeks to give yourself time 
should you need it.  

Wrap Up
The key to closing the gap and 
elevating your brand visibility is a 
vibrant marketing strategy. Up to this 
point, your competition has been 
winning at the marketing game. Now 
that you have read this guide, you have 
an outline to help you define your place 
in the market, craft compelling content, 
find your customer, and increase your 
market visibility. If you find you don’t 
have the skills or resources in-house to 
execute the core elements of market 
visibility, you can always outsource 
part or all of it to a qualified agency or 
freelancer. No matter what, you have to 
make it a priority, and you have to do it 
consistently to see results. 
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About Connor Creative Company
BE BOLD AT EVERY TOUCHPOINT

It’s a crowded marketplace. You need the right partner 

to help you rise above the noise, stand out, and 

connect with your target customer. Most of all, you 

want a partner who makes it easy. 

Connor Creative is a dedicated team of experienced 

professionals, confidently delivering a comprehensive 

suite of marketing and communications solutions. 

Whether you are looking to supplement your in-house 

marketing capabilities or for a single, fully outsourced 

solution, Connor Creative is able to customize an 

option to fit your organization’s goals and budget. 

Learn more by visiting 

http://www.connorcreativeco.com. 


